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Abstract

 

This study aims to determine the factors that shape consumer purchasing decisions on 
Digital Photo Graphics. Variables that are assumed to form consumer loyalty are price, 
product, service, place, promotion, presentation and reputation. Researchers used 
quantitative descriptive research. The population in this study are consumers who shop at 
Digital Photo Graphics in 2020. The sample in this study is consumers who meet the 
criteria set by the researchers with a total of 83 people. The analytical method used in this 
study is explanatory factor analysis (EFA) with the help of the SPSS application. The 
results of this study indicate that 5 factors are formed, namely Excellent Service Factors 
(1), Store Convenience Factors (2), Accessibility Factors (3), Product Performance 
Factors (4), Promotion Factors (5). The Excellent Service factor has the highest variance 
value, which is 46%. Steps that can be taken by Digital Photo Graphics are increasing up-
selling, making company uniforms, providing personal service, making terms and 
conditions, cutting dense trees, directing parking to be neater, making product quality 
consistent, allocating funds for research & development, active on social media and 
giving discounts to loyal customers. 
 
Keywords: Purchase Decision, Price, Product, Service, Promotion 
 
1. Introduction 

In today's modern era, we cannot ignore the rapid advancement of technology. This 
rapid development has even exceeded the readiness of many companies to face it, one of 
which is the digital revolution in the printing sector. Demand for printed products such as 
banners, flyers, brochures, business cards, stickers and various other forms has 
experienced a significant increase. This is especially the case among companies, event 
organizers, and students. 

In this context, data released by the Central Statistics Agency (BPS) shows a decline 
in performance in almost all industrial sectors. However, amidst these challenges, there 
were several industrial sectors that managed to maintain their performance in the second 
quarter of 2020. The Recording Media Printing and Reproduction Industry (KBLI 18) 
showed growth of 2% in that quarter, which was an impressive achievement considering 
the conditions at that time. However, in the third quarter of 2020, several industrial sectors 
experienced negative growth. The Printing and Reproduction Industry for Recorded 
Media (KBLI 18) experienced the lowest contraction, reaching 19%. 
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2. Theoretical Background  
This research will focus on Digital Photo Graphics, a digital printing company located 

in Lombok and which has been established since 1997. Digital Photo Graphics has a 
vision to provide quality print results and support client business growth through unique 
and attractive design and printing solutions. As a provider of complete graphic design, 
advertising printing and photography services in Lombok, Digital Photo Graphics has 
extensive capabilities to handle projects of various scales, from simple to complex. 

In the realm of services, Digital Photo Graphics is able to provide a variety of creative 
solutions such as print advertisements, brochures, catalogues, graphics for point of 
purchase, postcards, media packages, company logo designs, as well as all the company's 
graphic material needs. With these various services, Digital Photo Graphics plays an 
important role as a partner who is ready to provide complete solutions in today's printing 
and marketing activities. 

One of the results of innovation from this technological change is the digital printing 
method. This method allows digital images, usually in file format, to be printed quickly 
and instantly on various media. Digital printing is the embodiment of innovative progress 
from conventional printing methods, and emerged in line with the rapid development of 
global technology which has entered the digital era. The main advantage of digital 
printing lies in the efficient use of labor and the growing capabilities of digital printers. 
This has a positive impact in terms of production costs, where digital printing is getting 
closer to or can even replace offset printing's ability to produce prints in large quantities 
at more affordable costs. 
 
3. Methods 

In this study, a quantitative approach was used which aims to test the theory 
objectively by examining the relationship between the variables involved. The method 
adopted in this study is Explanatory Factor Analysis (EFA), an approach used to build a 
structural model consisting of a group of variables or indicators. EFA was chosen because 
at the time this research was conducted, researchers did not have initial hypotheses or 
information that guided the grouping of variables into certain factors. To implement this 
method, SPSS software version 22 is used. 

The research location was conducted at Digital Photo Graphics, a digital printing 
company that has been established since 1997. The timeframe for this research was from 
April to May 2022. The population that was the focus of the research were consumers 
who had made purchases at Digital Photo Graphics during 2020. Based on interviews 
with business owners and consumers who transacted at Digital Photo Graphics that year, 
information was obtained that this total population reached 83 people. 

In calculating the sample, the Saturated Sampling approach is used, in which all 
members of the population who meet the criteria will be used as samples. Thus, the 
number of samples taken was 83 respondents. The sample criteria that have been 
determined in this study include: (1) Consumers who have shopped at Digital Photo 
Graphics, (2) Consumers who purchase products from Digital Photo Graphics in 2020, 
(3) Communities in the Lombok area, especially in Mataram, (4) Age of respondents 
between 18 to 66 years. 

From the sample collected, it consisted of 66.7% male respondents and 33.3% female 
respondents. The age distribution of respondents shows that 31% are between 36 to 45 
years old, 26.2% are 26 to 35 years old, 20.2% are 46 to 55 years old, 17.9% are 18 to 25 
years old, while the rest consist of 3.6% aged 56 to 65 years and 1.2% are over 66 years 
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old. Judging from work background, 34.5% were entrepreneurs, 33.3% private 
employees, 17.9% self-employed, 8.3% students or students, and the remainder consisted 
of 3.6% housewives, 1.2% retirees, and 1.2% who did not work. The majority of 
respondents live in Mataram (73.8%), while 26.2% live in West Lombok. 

In collecting data, the methods used are adapted to existing strategies and data sources. 
To collect data in this study, a questionnaire with a Likert scale was used which offered 
a rating from 1 to 5 (from strongly disagree to strongly agree). The operational variables 
that are the focus of this research cover various aspects, including product prices, product 
variety, service quality, store location, presence on social media, to customer experience. 
Each of these variables has indicators that are measured on that scale, reflecting the 
respondent's perception of each aspect in Digital Photo Graphics. 

 
4. Results and Discussion  

In order to maintain the validity of this study, testing was carried out using the Pearson 
product moment correlation method. In this method, the score of each item is connected 
to the total score, and the results are compared with the critical number at a significance 
level of 5%, using degrees of freedom of N = 83. Considering that the table only provides 
values for N = 80 and N = 85, it is necessary interpolation process to get the appropriate 
r table value for N=83. The results of this interpolation process produce an r table value 
of 0.216 at a significance level of 5%. A variable is considered valid if the calculated r 
value is greater than the r value listed in the reference table. In this study, the IBM SPSS 
26 software tool is used to calculate the value of r as measured by the Sig value. (2-tailed). 
It is important to note that the Sig. (2-tailed) must be less than 0.05 to be considered 
significant, and the Pearson correlation used in this study is assumed to be positive. 
Details of the results of this validity test are shown in the following table. Reliability 
testing aims to measure the extent to which a measurement instrument is reliable. In 
addition, reliability testing also helps identify the consistency and reliability of the 
questionnaire used in research, so that it can be determined whether the questionnaire can 
be considered reliable or can be trusted in measuring the variables studied. The reliability 
of a variable is considered adequate if the Cronbach's alpha value exceeds 0.6. In this 
context, the results of reliability testing were carried out using IBM SPSS 26 software, 
and the results can be seen below: 
Table 1. Reliability Test Results 

Cronbach’s Alpha N 
0.954 28 

Source: processed data 
From the information available in Table 1, it can be stated that the Cronbach's alpha 

test results on the independent variable show a figure of 0.954, with a Cronbach's alpha 
value if item deleted which is also higher than 0.6. From these findings, it can be 
concluded that the data involving 28 respondents shows a good level of reliability, and 
this information can be relied upon to be used in the further analysis stage. 

Descriptive analysis has the use of carrying out data analysis by describing and 
describing the data collected as it is without drawing conclusions or generalizations that 
are generally accepted. Table 4.5 explains the minimum, maximum, mean and standard 
deviation values obtained from the IBM SPSS 26 program. It can be observed from the 
data that the lowest average value is at Y20 (consumers buy products that are currently 
on promos), which indicates that overall, respondents gave a low score on the Y20 
questionnaire. Meanwhile, the highest average score was in Y13 (store location is on the 
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main road), which shows that in general, respondents gave a high score in the Y13 
questionnaire. In terms of data variation, the smallest standard deviation value is at Y24 
(Having a neat and complete display of goods in a store), indicating that the sample data 
has lower variation. On the other hand, the largest standard deviation value in Table 4.5 
is at Y20 (consumers buy products that are currently on promotion), indicating that the 
sample data on the Y20 questionnaire has a higher variation. 
 
Factor Analysis 
Sample Adequacy Test 

In this study, the sample adequacy test was carried out using the Kaiser Meyer Oikin 
test. This test aims to assess whether factor analysis is suitable for use in analyzing 
existing data. According to Kaiser and Rice (1974) as cited in Sharma (1996), KMO 
assessment is used to measure sample adequacy as follows: 
Table 2. KMO Value Table 

KMO Recommendation 
>=90 Very well 
0.8 Good 
0.7 Currently 
0.6 Enough 
0.5 Not enough 

<0.5 Rejected 
Source: Hair et al. (2018) 

 
The following are the KMO test values and Bartlett's Test of Sphericity research using 

the IBM SPSS program. 
Table 3. Table of Research Data Test Results for KMO and Bartlett's Test 

KMO and Bartlett's Test 
Kaiser-Meyer-Olkin   

Measure of Sampling Adequacy. 
0,859 

Bartlett's   
Test of   

Sphericity 

Approx. Chi Square 1787,776 
df  378 

Sig.  0,000 
Source: Data processed 

From the test results, it can be seen that the Kaiser-Meyer-Olkin Sample Adequacy 
(KMO) value is 0.859, which exceeds the 0.6 threshold as recommended in Table 6. 
Therefore, it can be concluded that the KMO value has reached a sufficient level, 
validating the data's ability to proceed to the next stage of analysis. 

Furthermore, to assess the feasibility of each indicator in factor analysis, hypothesis 
testing was used using the Measure of Sampling Adequacy (MSA) method. The MSA 
value can be found in anti-image correlation. If the MSA value is less than 0.5, then the 
variable is not recommended for use in further factor analysis. This MSA value 
information has been generated via IBM SPSS 26 software. the results of data processing 
show that if each variable has an MSA value of more than 0.5, then the 28 variables can 
be continued to the next analysis. 
 
Determining the Number of Factors 

In determining the right number of factors in this study, we can refer to the eigenvalues. 
In this case, the eigenvalue is considered valid if it exceeds one. In accordance with the 
opinion expressed by Hair (2018), eigenvalues exceeding one are considered significant, 
while eigenvalues less than one are considered insignificant. 
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Table 4. Total Variance Explained Table 

Component Total Initial Eigenvalues% of 
Variance Cumulative % 

1 12,846 45,878 45,878 
2 2,353 8,405 54,283 
3 1,641 5,859 60,142 
4 1,300 4,641 4,641 
5 1,061 3,790 68,574 
6 0,991 3,540 72,114 
7 0,891 3,182 75,296 
8 0,836 2,985 78,282 
9 0,688 2,455 80,737 
10 0,631 2,253 82,990 
11 0,615 2,197 85,187 
12 0,528 1,886 87,073 
13 0,460 1,642 88,715 
14 0,439 1,567 90,282 
15 0,416 1,486 91,768 
16 0,350 1,251 93,019 
17 0,313 1,119 94,138 
18 0,263 0,941 95,078 
19 0,241 0,859 95,938 
20 0,197 0,703 96,641 
21 0,189 0,673 97,314 
22 0,170 0,606 97,920 
23 0,145 0,519 98,439 
24 0,138 0,491 98,930 
25 0,093 0,333 99,263 
26 0,078 0,278 99,542 
27 0,069 0,248 99,790 
28 0,059 0,210 100,000 

Source: Data processed 
We can see in Table 4 that there are 5 factors that have more than one eigenvalue. 

Therefore, it can be determined that the number of forming factors is 5 factors then. 
 

Factor Rotation 
Table 5. Component Matrix (Rotated) 

Component Matrixa 
Variabel Component 

Y01 0,815 -0,070 -0,053 -0,237 -0,097 
Y02 0,794 -0,071 0,195 -0,188 0,116 
Y03 0,706 0,119 0,005 -0,421 0,208 
Y04 0,729 -0,175 -0,179 -0,023 0,240 
Y05 0,668 -0,067 0,394 -0,009 -0,048 
Y06 0,621 -0,163 0,451 0,074 -0,049 
Y07 0,566 -0,134 0,224 -0,412 -0,097 
Y08 0,665 -0,091 0,012 -0,441 0,182 
Y09 0,703 -0,430 0,202 0,028 0,258 
Y10 0,712 -0,226 0,246 0,063 0,186 
Y11 0,714 -0,265 0,332 0,070 -0,142 
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Y12 0,633 -0,215 0,351 0,444 -0,039 
Y13 0,566 0,471 0,354 0,197 -0,018 
Y14 0,506 0,710 0,130 0,044 0,132 
Y15 0,646 0,526 0,038 0,163 -0,034 
Y16 0,597 0,555 -0,085 0,104 0,239 
Y17 0,594 -0,114 -0,298 0,236 0,367 
Y18 0,707 0,089 -0,280 0,090 0,245 
Y19 0,755 -0,286 -0,221 0,104 0,042 
Y20 0,688 -0,311 -0,291 0,182 -0,064 
Y21 0,708 -0,077 -0,115 0,106 -0,095 
Y22 0,763 -0,178 -0,166 0,099 -0,266 
Y23 0,615 0,456 0,144 -0,060 -0,353 
Y24 0,593 0,080 -0,176 -0,443 -0,254 
Y25 0,666 0,242 -0,315 -0,067 0,074 
Y26 0,744 0,237 -0,160 0,123 -0,058 
Y27 0,706 -0,064 -0,256 0,158 -0,303 
Y28 0,679 -0,094 -0,300 0,045 -0,349 

Source: Data processed 
 

Seen in table 4 above from factor loading if some variables are still included in several 
factors. Therefore, rotation is needed to classify variables into several factors. 
Table 6. Rotated Component Matrix 

Rotated Component Matrixa 

Variable Component 
1  2  3  4  5 

Y01  0,328  0,467  0,229  0,555  0,226 
Y02  0,510  0,201  0,268  0,521  0,280 
Y03  0,190  0,118  0,337  0,687  0,313 
Y04  0,293  0,327  0,132  0,343  0,569 
Y05  0,640  0,176  0,270  0,303  0,057 
Y06  0,718  0,156  0,188  0,214  0,049 
Y07  0,383  0,179  0,075  0,619  -0,019 
Y08  0,253  0,143  0,132  0,693  0,310 
Y09  0,671  0,161  -0,043  0,307  0,464 
Y10  0,636  0,162  0,150  0,271  0,362 
Y11  0,718  0,341  0,116  0,252  0,086 
Y12  0,773  0,284  0,197  -0,117  0,195 
Y13  0,402  0,072  0,732  0,056  0,001 
Y14  0,074  -0,011  0,867  0,162  0,112 
Y15  0,182  0,268  0,766  0,108  0,142 
Y16  0,041  0,112  0,754  0,150  0,366 
Y17  0,186  0,275  0,162  0,053  0,712 
Y18  0,134  0,340  0,361  0,219  0,584 
Y19  0,354  0,533  0,054  0,231  0,497 
Y20  0,302  0,623  0,004  0,126  0,444 
Y21  0,326  0,509  0,228  0,198  0,290 
Y22  0,355  0,690  0,148  0,221  0,221 
Y23  0,212  0,377  0,655  0,285  -0,193 
Y24  0,014  0,457  0,210  0,629  0,003 
Y25  -0,014  0,393  0,442  0,329  0,392 
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Y26  0,191  0,475  0,518  0,188  0,295 
Y27  0,233  0,723  0,221  0,135  0,203 
Y28  0,169  0,746  0,156  0,223  0,158 

Source: Data processed 
 

In Table 5 we can see that rotation occurs when each variable produces a factor loading 
those points to a certain factor. However, to determine which variables really contribute 
to explaining these factors, an evaluation of the factor loading value is required. The 
calculated factor loading value must exceed the loading factor value listed in Table 6. 
Table 7. Factor Loading Identification Guide 

Significant Factor Loadings Based on Sample Size 
Sample Size Sufficient Factor Loading 

50 0.75 
60 0.70 
70 0.65 
85 0.60 
100 0.55 
120 0.50 

Source: Hair et al. (2018) 
In Table 6, it can be seen that the factor loading is calculated based on the number of 

samples that meet the significance criteria of α5% and a power level of 80%. For the case 
of N = 83, the value in the factor loading table is the result of interpolation between N = 
70 and N = 85, so that the factor loading value for N = 83 is 0.61. Based on this, variables 
with a factor loading value of less than 0.61 can be considered less significant. Thus, the 
results of the recapitulation of variables that have responsive factor loading are grouped 
into the five factors that have been formed. 
 
Table 8. Variable Recapitulation with Factor Loading above 0.61 

Rotated Component Matrixa 

Variable Component 
1  2  3  4  5 

Y12  0,773  0,284  0,197  -0,117  0,195 
Y11  0,718  0,341  0,116  0,252  0,086 
Y06  0,718  0,156  0,188  0,214  0,049 
Y09  0,671  0,161  -0,043  0,307  0,464 
Y05  0,640  0,176  0,270  0,303  0,057 
Y10  0,636  0,162  0,150  0,271  0,362 
Y28  0,169  0,746  0,156  0,223  0,158 
Y27  0,233  0,723  0,221  0,135  0,203 
Y22  0,355 0,690 0,148 0,221 0,221 
Y20  0,302  0,623  0,004  0,126  0,444 
Y19  0,354  0,533  0,054  0,231  0,497 
Y21  0,326  0,509  0,228  0,198  0,290 
Y14  0,074  -0,011  0,867  0,162  0,112 
Y15  0,182  0,268  0,766  0,108  0,142 
Y16  0,041  0,112  0,754  0,150  0,366 
Y13  0,402  0,072  0,732  0,056  0,001 
Y23  0,212  0,377  0,655  0,285  -0,193 
Y26  0,191  0,475  0,518  0,188  0,295 
Y25  -0,014  0,393  0,442  0,329  0,392 
Y08  0,253  0,143  0,132  0,693  0,310 
Y03  0,190  0,118  0,337  0,687  0,313 
Y24  0,014  0,457  0,210  0,629  0,003 
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Y07  0,383  0,179  0,075  0,619  -0,019 
Y01  0,328  0,467  0,229  0,555  0,226 
Y02  0,510  0,201  0,268  0,521  0,280 
Y17  0,186  0,275  0,162  0,053  0,712 
Y18  0,134  0,340  0,361  0,219  0,584 
Y04  0,293  0,327  0,132  0,343  0,569 

Source: Processed data  
 
Table 9. Grouping of Variables Based on Formed Factors 

F  Variabel 
1 Y12  Service employees at Digital Photo Graphics who have good 

communication skills 
Y11  The employee service at Digital Photo Graphics is friendly and polite 
Y06  Products that are sought after by many people 
Y09  The employee service at Digital Photo Graphics is fast and alert 
Y05  Complete product variants 

2 Y28  Good Customer Experience 
 Y27  High level of customer satisfaction 
 Y22  The shop atmosphere is comfortable and clean 
 Y20  Consumers buy a product that is currently on promotion 
3 Y14  The location of the shop is in the center of the crowd 
 Y15  Access to young and close shop locations 
 Y16  Store locations in commercial and office areas 
 Y13  The location of the shop is on the side of the main road 
 Y23  The shop is visible from the main road 
4 Y08  Products that have more advantages compared to competitor 

products 
 Y03  Affordable prices for the community 
 Y24  Have a neat and complete display of goods in the shop 
 Y07  Good product quality 
5  Y17  Attractive store promotions 

Source: Processed data 
Table 9 shows the grouping of variables into the five factors that have been formed. 

After this grouping, the next step is to give each factor a name, reflecting the variables 
included in it. Sometimes, naming a factor may not be able to cover all variables precisely, 
because generalization is needed, but it must still present the essence of the factor. In this 
case, an interpretation is given for each element. 
The following are the combined results of factor interpretation which explains the 
forming factors and the percentage contribution of each factor to the total variance, along 
with the variables that contribute to forming these factors. 
 
Table 10. Interpretation of Factors with Constructing Variables 

F  Interpretasi Faktor  Variabel 

1 
 

Service Excellence  
(46%) 

Y12  
Service employees at Digital Photo 
Graphics who have good 
communication skills 

Y11  
The employee service at Digital Photo 
Graphics is friendly and polite 

Y06  Products that are sought after by many 
people 
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Y09  
The employee service at Digital Photo 
Graphics is fast and alert 

Y05  Complete product variants 

  Y10 
Service employees at Digital Photo 
Graphics who have good product 
knowledge 

2 Store Convenience (8.40%) Y28  Good Customer Experience 

Y27  High level of customer satisfaction 

Y22  The shop atmosphere is comfortable and 
clean 

Y20  Consumers buy a product that is 
currently on promotion 

3 Accessibility (5.86%) Y14  The location of the shop is in the center of 
the crowd 

Y15  Access to young and close shop locations 

Y16  Store locations in commercial and 
office areas 

Y13  The location of the shop is on the side of 
the main road 

Y23  The shop is visible from the main road 

4 Product Performance 
(4.64%) 

Y08  Products that have more 
advantages than competitors' 
products 

Y03  Affordable prices for the community 

Y24  Have a neat and complete display 
of goods in the store 

Y07  Good product quality 

5 Promosi / Promotion 
(3.79%) 

Y17  Attractive store promotions 

Source: Data processed 
The results of this study provide important insights into the factors that influence 

consumer purchasing decisions at Digital Photo Graphics, a digital printing shop. In an 
effort to understand the factors that shape consumer loyalty, researchers have identified 
several key variables, namely price, product, service, place, promotion, presentation, and 
reputation. This study uses a quantitative descriptive approach to gather information 
about consumer behavior patterns in the context of the store. 

The population that is the focus of the research is consumers who make purchases at 
Digital Photo Graphics during 2020. In the sample process, researchers managed to 
collect data from 83 respondents who met the set criteria. By using the explanatory factor 
analysis (EFA) analysis method and relying on SPSS statistical software, this study 
produces five main factors that shape consumer purchasing decisions. 

The first factor identified is the "Excellent Service Factor", which includes elements 
of superior and customer-oriented service. The second factor is the “Store Convenience 
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Factor”, which highlights how important ambiance and comfort are in attracting 
customers. The third factor, "Accessibility Factor", shows the importance of locations 
that are easily accessible to consumers. The fourth factor, “Product Performance Factors,” 
evaluates how product quality and resulting performance influence purchasing decisions. 
Meanwhile, the fifth factor is "Promotional Factors", which shows the importance of 
promotional strategies in shaping consumer perceptions. 

The highest variance value associated with these factors is seen in the "Excellent 
Service Factor" with a value of 46%. The implication is that efforts to improve service 
quality and customer experience must be the main focus of Digital Photo Graphics. In 
order to achieve this goal, several steps can be taken, such as an up-selling strategy to 
encourage more purchases, introduction of corporate uniforms to enhance professional 
image, better personal service, consistent improvement of product quality, active use of 
social media to interact with customers. customers, as well as providing special discounts 
to loyal customers. 

Thus, this study provides an in-depth look at the factors that need to be considered by 
Digital Photo Graphics in order to influence consumer purchasing decisions and build 
strong loyalty. The proposed measures have the potential to help companies direct their 
strategies and increase their attractiveness in the eyes of consumers. 
 
5. Conclusion 

This research investigates the factors that shape consumer purchasing decisions for 
Digital Photo Graphics in the midst of the pandemic in Lombok. The results of factor 
analysis show that there are five factors that influence consumer purchasing decisions, 
namely Excellent Service Factors, Store Comfort Factors, Accessibility Factors, Product 
Performance Factors, and Promotion Factors. From the results of the validity and 
reliability tests, it can be concluded that the data used in this research has a good level of 
reliability and can be relied upon. Through KMO testing and Bartlett's Test, sample 
adequacy for factor analysis was validated. In factor analysis, grouping variables into 
more comprehensive factors is done through factor rotation. Significant factors in 
explaining consumer purchasing decisions at Digital Photo Graphics are service quality, 
store convenience, accessibility, product performance and promotions carried out. These 
results provide valuable insights for Digital Photo Graphics to improve marketing and 
service strategies to meet consumer preferences and expectations during this pandemic 
period. 
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